




MUSLIM CONSUMER BEHAVIOR IN SELECTING RETAIL STORE 
ATTRIBUTES  
 
SANY SANURI MOHD MOKHTAR, RUSHAMI ZIEN YUSOFF, WAIDA IRANI MOHD 
FAUZI 
School of Business Management, College of Business, Universiti Utara Malaysia 
ABSTRACT 
 
The current research in the consumer behavior of retailing realized that common attributes used by previous studies could 
not be generalized to Muslim people. This is because Muslim consumers have their special motivation and search for 
“Muslim specific attributes” in order to patronage a store. The result of the study is crucial to validate the construct of the 
Muslim specific attributes to be used in future research which is specific to a religious group of people. In order to achieve 
the objectives of this study, a mall intercept approach was carried out to collect Muslim customers’ feedback from the 
selected retail store. A number of 125 respondents were used in the study and the findings of the study revealed that retail 
store attributes can be further developed in other areas of study. 
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1. INTRODUCTION 
As Muslim consumers are moving towards the religious consciousness in their daily lives, indirectly it will create 
an opportunity for the new Islamic retail format to be emerged in the market. The rapidly growth of the new 
concept of business, such as halal market has experienced a significant increase of 80% of the halal sales in a world 
in 2012 (Hunter, 2012). In regard to high demand for the Islamic product, the adoption of a new retail format 
has increased in certain part of a world and shows a significant shift from small traditional market to high volume 
retail outlets in certain part of a world. With the significant growth of the new retail store format that is tailored 
to Muslim consumers, the Islamic concept of a retail store starts to expand in Malaysia market which is not only 
offered halal product but also include the Islamic values.  
Literature stated that, Muslim people behave differently and their decision is based on their faith and Islamic rules 
and teaching. They can create a new basic lifestyle that has their own rules and laws. Indeed, the current 
phenomenon of religious influence on the Malaysia retail industry has deserved formal attention. With the high 
awareness and adherence towards their religion, Muslim customers are more discerning in their choice of 
retailers. Muslim consumers patronize retail stores that are influenced by different store formats and the selection 
of stores is in accordance with specific preferences, criteria and attributes that meet their own requirements and 
faith.  
Thus, this study intends to investigate the constructs of Islamic retail store attributes that may have motivated 
the patrons of such retail outlets among Muslim consumers. Certainly the study believed that, Muslim consumer 
patronage behavior is possibly influenced by different sets of store attributes, hence a need for further study is 
needed to verify this new phenomenon among Muslim consumers in Malaysia. 
 
2.  LITERATURE REVIEW 





Increasing competition in the Malaysia grocery market is causing retailers to find new ways to differentiate 
themselves and gain a competitive position in the mind of consumers to improve store patronage. Since the 
impact of Islamicism in the 1970s, it has created a changing need in Malaysia customers in selecting grocery retail 
stores; hence, it has created a new way of doing business in the marketplace. Starting with banking industry which 
offering Islamic compliance that follow syariah (Islamic regulation) principles, the trend of Islamic businesses has 
started to grow in the market. Even though most of the stores are small in size, they however have their own 
uniqueness in targeting their products to religious consumers, with the high demand for products that confirm 
to syariah principles creating better opportunities for Islamic retail stores to expand in the future.  
With the high awareness of the Muslim towards Islamic lifestyles, it gives some impact towards a patronage 
behavior of the Muslim consumers. Recently, Muslim is more concern in selecting retail store to patronize. This 
is because, with the controversial issues such as boycott campaign towards certain countires product, most of 
the religious people have their own criteria to evaluate in patronizing a store. The effect of the boycott campaign 
has affected the patronage behavior of the Muslim consumer in the world and Malaysia retail customers as well. 
With the intense competition in the grocery retail outlet, Muslim customers have varieties of grocery stores to 
choose and to patronize. Recently, there are numbers of Islamic retail store exist in the market to penetrate the 
market of Muslim consumers. There are special unique attributes derived in this store to make the customers 
feel more confident of Islamic practices and the “halalness” of the product.   
 
2.2 ISLAMIC RETAIL STORES 
By definition Islamic retail store refers to a comprehensive Muslim made product which is not only halal but tayyib 
and concern about Islamic values in conducting their business. The mission of the store is to provide Muslim 
made product which has come from the reliable sources (Alserhan, 2010). The store appearance of the staffs is 
according to Islamic dress code as instructed in Islam. A further explanation of the store are listed below: 
1. The tenets of Islam is a priority in their management 
2. All products have halal status and issues by Muslim producer 
3. The priority of the product is towards Muslim entrepreneur who obtain halal status. 
4. All staff must keep their dressing code as prescribed in Islam. 
 
Instead of the unique definition of Islamic retail store, they also have their own mission and responsibility towards 
Muslim consumer as listed below:  
1. The store is responsible to serve halal and pure (halalal tayyibba) product to the society. 
2. The store must be the main source of halalal tayyibba food. 
3. The store has become a model towards Muslim entrepreneur who want to create an Islamic business approach. 
4. as a platform to help Muslim entrepreneur to market their product  
5. The store will not abate to sell haram product and produk syubhah. 
 
Specifically, Islamic retail store consists of a number of specific unique attributes which is different from 
conventional retail store. The unique attributes of the store are detailed out in the following discussion. 
The Islamic retail store is built based on several attributes such as Muslim merchandise, Islamic atmosphere, 
humanistic, halalal toyyibba and Islamic values. 
 
2.2.1 MUSLIM MERCHANDISE  
Muslim merchandise refers to products that are produced by Muslim producers and follow Syariah compliance 
and guidelines (Alserhan, 2010). The product is usually a locally made product and produce by local people. This 
dimension consists of several items that have been adapted from (Chowdhury & Reardon, 1998; Kunkel & Berry, 






2.2.2 ISLAMIC STORE ATMOSPHERE  
The most suitable store atmosphere that can be measured in grocery retail stores is more towards cleanliness, 
the appeal of the store and comfortable shopping in the store. A store having modern equipment, good, clean 
physical facilities and ease of transaction would be able to yield satisfaction and patronage intentions of the 
grocery retail store (Kaul, 2005). The measurements are adapted from (Lindquist, 1974b) and (Hansen & 
Deutscher, 1977) to the Islamic retail store environment concept . 
Even though, the influence of store atmosphere affects the customer preferences towards a store, however, it is 
the least important aspect for the Muslim consumer in evaluating criteria in selecting a store. This  is shown by 
Alhemoud, (2008), which found that design and layout, external appearance and ease of mobility are not 
important considerations among respondents when they choose a store in Kuwait, where the majority of them 
are Muslim (Alhemoud, 2008). Furthermore, in the Islamic manner, the environment must be guided by Syariah, 
such as listening to Islamic music that is acceptable, such as nasyid, and for certain bright colors being forbidden 
in the interior appearance of the store. 
 
2.2.3 HUMANISTIC 
In general conventional term, humanistic refers to in-store service that includes providing information on 
merchandise, responding to customer queries, guidance to merchandise location, and attendance by sales 
personnel  (Lindquist, 1974a). Basically, the aim of in–store service is to build customer relationships, increase 
customer pleasure of shopping in the store, and encourage the intention to revisit the store (Reynolds & Beatty, 
1999). 
For the Muslim customer, in-store service is included as one aspect of humaneness that is considered important 
in attracting them. Besides that, in Islam, the aspect of humaneness is important in order to help other people. 
The most important part is humanism, which relates to human beings and people must be humanistic in society. 
The findings of the study are consistent and are strongly supported by previous research done by (McDaniel & 
Burnett, 1990), which found that religious people are more concerned with sale personnel friendliness and 
assistance in their store evaluative criteria. This result gives a better understanding that religious people need 
more humane treatment as compared to other store attributes. In Islam, this finding aligns with the most 
important concept in Islam, which is Tawhid. The concept of tawhid is important in dealing with Muslim customers; 
it describes the relationship between humans and their Creator and inter-human relationships based on Allah’s 
law. The practice needs brotherhood (good inter-human relationships) with other people and justice to society 
(Arham, 2010). The practice is one of the fundamentals in Islamic philosophy of marketing practices. Thus, the 
study includes several items to measure the in-store service and personal interaction of the store personnel. The 
measurement of the items are taken and adapted from previous studies by (Hansen & Deutscher, 1977; Lindquist, 
1974b) and (Gayatri, 2008). 
 
2.2.4 HALAL PRODUCT 
The halal dimension is found to be a unique dimension requested by Muslim customers and has become one of 
the most important factors in patronizing a store. Furthermore, the majority of the Muslim customers considers 
the concept of halal as an ultimate factor in consuming a product. In understanding the concept of halal, halal in 
Islam means ‘permissible’ (lawful) and haram means ‘prohibited’ (forbidden) by the Shari’ah. By this definition, 
halal means, anything that is free from any component that Muslims are prohibited from consuming, and it is not 
just simply “pork free”, but it covers a multitude of forms such as certain emulsifiers, gelatins, enzymes, lecithin 
and glycerin, and also additives such as stabilizers, flavorings, colorings, and bread crumbs (Kocturk, 2002). In 






 2.2.5 ISLAMIC VALUES 
In practicing Islamic values in business, retailers cannot exclude their religious teaching from marketing practice. 
If they believe in their religion, their practices must follow the Qur’an, the Sunnah and the Hadith. This are 
attributes that Muslim customers are looking for in the modern marketing of today. They not only patronize the 
store and buy the products, but most importantly, the faith and the belief in conducting the business is crucial.  
Islamic values include factors like not being involved in any regulations or acts against Shariah that could spiritually 
burden customers, are free from doubtful transactions, no riba (interest) is charged or offered, and they 
contribute towards payment of zakat, and justice and honesty are based on Holy Quran and the Sunnah. 
However, the Islamic values measurement is suitable only for the banking industry, and has not been validated to 
evaluate religious values in retail stores. Regarding the importance of religious values in patronizing a store, the 
study will use the measurement of Islamic values as proposed by (Gayatri, 2008; Gayatri et al., 2011). The 
measurement of Islamic values as a construct includes factors like the understanding of Islamic rules, 
accommodating the needs of Muslim customers, shows equals respect for Muslim customers and non-Muslim 
customers, and showing a high degree of religious tolerance for its customers (Gayatri, 2008). These variables 
will have an influence on Muslim customers when selecting a retail store.  
 
2.2.6 PATRONAGE BEHAVIOR 
Patronage behavior is the core objective for the retailer business. It becomes the key success of a particular retail 
business. It can be defined as the store choice of a consumer based on a set of evaluative criteria and store loyalty 
to specific stores. There are various definitions of patronage behavior. An early research in this area defined 
patronage behavior as when customers repeat purchases, have a commitment and are influenced by strong 
preferences to purchase at a particular store. The behavior will result in loyalty (Spigell and Sewall, 1987). The 
measurements to measure patronage behavior were taken from (Bloemer & de Ruyter, 1998; Osman, 1993). 
 
3. RESEARCH METHODOLOGY 
The research data was collected in a northern region area of Malaysia by using cluster sampling. There are 125 
respondents were participated in this survey by mall intercept approach. There are 114 stores as listed by 
Suruhanjaya Syarikat Malaysia and Persatuan Pengguna Islam Malaysia (PPIM).The selection of the store is based 
on simple random sampling. Respondents were asked to complete six page questionnaires regarding the Islamic 
retail store attribute of the store, and several items in demographic section. The complete answered 
questionnaires were deemed usable for further statistical analysis. The items for store attributes and patronage 
behavior  are adapted from the various author such Lee Fairhurst and Dillard (2002), Jantan and Kamaruddin 
(1999), Eackman et al. (1999), (Chowdhury & Reardon, 1998; Hansen & Deutscher, 1977). The additional items 
of store attributes related to Muslim consumer are adapted from the (Gayatri, 2008; Mort & Hume). This study 
was done by measuring a combination of measurement from several authors, thus, an exploratory factor analysis 
is needed to confirm the reliability and validity of the items in the Malaysia setting environment. A number of 
respondents who are customers of selected Islamic retail stores in the Northern region of Malaysia are 
approached by mall intercept. The mall intercept research method is selected in this study, due to the efficiency 




The factor analyses of this study were analyzed by using principal component factor analysis (PCA) with Varimax 
Rotation. The analysis was performed based on forty six items of store attributes with five variables (namely: 
Muslim merchandise, Islamic store atmosphere, humanistic, halalal toyibba product and Islamic values). Result of 
the study indicated that, Barlett’s Test of Sphericity was significant (Chi-square=4245.498, p-value<0.000). The 





than 0.6 (Kaiser, 1974). In other words, the result showed that, the data are adequate to proceed into Factor 
Analysis. In factor analysis, the output of the data showed that, there are only four variables exist in measuring 
the patronage behavior of the Muslim consumer with eigenvalues greater than 1.0. The data also showed the 
range of factor loading for each items in store attribute variable. In accepting the items, there are several 
assumption should be considered. According to Hair et.al (1998), the items greater than 0.5 can be grouped 
under one component and the items that lower than 0.35 is the other component. However, for the item which 
has loading of higher than 0.5 in one component and also loading higher than 0.35 in another component is 
considered to have cross-loading. The item with cross-loading considered should be dropped from further 
analysis. Meanwhile, the item which has a factor loading lower than 0.5 also should be dropped from the analysis.  
 Therefore, in this study, the stated factor loading for each item are ranging between 0.507 and 0.818 with a six 
factor analysis solution. Total variance explained was 63.126 percent of the total variance. In this case, twenty 
five items are acceptable (refer table 4.1.1: factor analysis, meanwhile, the items which factor loading is lower 
than 0.5 and cross-loading is less than 0.35 are excluded from the analysis .The variables of Muslim merchandise 
are separate to two dimensions meanwhile the halalal toyibba products are loading together with Islamic values. 
Patronage behavior is analyzed based on ten items of construct measurement. In measuring patronage behavior 
result of the Barlett’s Test Sphrecity was significant at (Chi-square=2524.638, p-value=0.000). The measure of 
sampling adequacy by Kaiser-Meyer-Olkin (KMO) is 0.934 and it is accepted as the value is greater than 0.6 
(Kaiser, 1974). In other words, the result showed that, the data is adequate to proceed into Factor Analysis.  
The result of the analysis reported a single factor solution. Total variance explained was 61.545 percent of the 
total variance. The result showed that the construct is uni-dimensional and all items used to measure a particular 
construct loaded on a single factor. A factor analysis revealed that the range remaining for each items in patronage 
behavior measurement was 0.633 to 0.854. Hence, this study will considered all items should be included in the 
measurement for further analysis. 
 
5. DISCUSSION AND CONCLUSION 
In conclusion, the finding of the study indicated that there are six factors exist in the new measurement of Islamic 
retail store attributes. The finding of the study provides evidence that there is another new dimension of Muslim 
merchandise and Islamic atmosphere are introduced in the study. Exploratory factor analysis was used in the 
study and result revealed that a number of items in Islamic atmosphere and Muslim merchandise loading in 
different factor. It showed that, several unique factors were found, which were not generalize across the group. 
The data also indicate that, there are a group of items in halalal toyibba and Islamic values loading in a same 
dimension. Meanwhile factor analysis of the dependent variables is proven to be loaded under one dimension. 
The factor loading for the new construct and measurement of the Islamic retail store attributes items is high and 
a further analysis towards this construct can be done in the future research. However, this study also has some 
limitations which must be considered such as the study only involved several parts of Malaysia and only involved 
Muslim consumers. Comparative religiosity is also a very interesting area to investigate to examine the future 
prospect of the Islamic business to the other religious group of people. Other than that, this study can be 
expanded to others business sector which introducing the Islamic way approach. In conclusion, indirectly stated 
the opportunity for the Islamic retail measurement to be adapted is encouraging since there are most of the 
Muslim consumer are influenced by the spiritual and religious dictation in their life. With the high awareness 
towards the Islamic way of life a number of researches can be conducted in the future. 
 
REFERENCES 
Alhemoud. (2008). Shopping behavior of supermarket consumers in Kuwait. Journal of Business & Economics 
Research, Vol 6(no 3). 
Alserhan, B. (2010). On Islamic branding: brands as good deeds. Journal of Islamic Marketing, 1(2), 101-106. 





Bloemer, J., & de Ruyter, K. (1998). On the relationship between store image, store satisfaction and store loyalty. 
European Journal of Marketing, 32(5/6), 499-513. 
Chowdhury, J., & Reardon, J. (1998). Alternative Modes of Measuring Store Image: An Empirical Assessment of 
Structured Versus... Journal of Marketing Theory & Practice, 6(2), 72. 
du Preez, R., Visser, E., & Janse van Noordwyk, H. (2008). Store Image: Scale implementation Part 3. SA Journal 
of Industrial Psychology, 34(2), 69. 
Gayatri, G. (2008). Re-specifying a Service Quality Instrument to an Islamic Perspective. Australian National University. 
Gayatri, G., Hume, M., & Mort, G. S. (2011). The role of Islamic culture in service quality research. Asian Journal 
on Quality, 12(1), 35-53. 
Hansen, R., & Deutscher, T. (1977). An empirical investigation of attribute importance in retail store selection. 
Journal of Retailing, 53(4), 59-72. 
Hunter, M. (2012). The emerging halal care cosmetics and personal care product. Personal care. 
Kaul, S. (2005). Impact of performance and expressiveness value of store service quality on the mediating role of 
satisfaction: WP. 
Kocturk, T. (2002). Food rules in the Koran. Scandinavian Journal of Food & Nutrition, 46(3), 137-139. 
Kunkel, J., & Berry, L. (1968). A behavioral conception of retail image. The Journal of Marketing, 32(4), 21-27. 
Lindquist, J. (1974a). 1975,“Meaning of Image”. Journal of Retailing, 50(4), 29-38. 
Lindquist, J. (1974b). Meaning of image. Journal of Retailing, 50(4), 29-38. 
McDaniel, S., & Burnett, J. (1990). Consumer religiosity and retail store evaluative criteria. Journal of the Academy 
of Marketing Science, 18(2), 101-112. 
Mort, G., & Hume, M. (2010). Understanding Service Quality From The Islamic Customer Perspective Gita 
Gayatri, Chris Chan, Australian National University. 
Osman, M. (1993). A conceptual model of retail image influences on loyalty patronage behaviour. The International 
Review of Retail, Distribution and Consumer Research, 3(2), 133-148. 
Reynolds, K., & Beatty, S. (1999). Customer benefits and company consequences of customer-salesperson 
relationships in retailing. Journal of Retailing, 75(1), 11-32. 
Sunelle Jacobs, D. V. d. M., Ene Lombard and Nadia Kruger. (2010). Exploring consumers preference with regard 
to department and specialist food stores. International Journal of Consumer Studies, 34, 169-178. 
 
 
  
